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TO  WHOM  IT  MAY  CONCERN 

The  enclosed  Executive  Summary  provides  an  overview  of  the  Game  Country  Tourism 
Destination  Area  Report,  Tourist  Zone  13  in  Alberta.  Tourism  resources  and 
potential  tourism  development  opportunities  are  identified,  along  with  a 
recommended  strategy  to  facilitate  the  development  of  those  opportunities. 

It  should  be  noted  that  the  study  was  conducted  by  an  independent  consultant 
commissioned  by  Alberta  Tourism  and  does  not  represent  government  policy. 

During  the  preparation  of  the  report,  the  consultants  obtained  input  from  the 
general  public,  the  private  sector,  and  other  government  agencies  with  an 
interest  in  the  area. 

If  you  have  any  comments  relative  to  the  report,  please  forward  them  to: 


Planning  Unit 
Development  Branch 
Alberta  Tourism 
16th  Floor 
10025  Jasper  Avenue 
EDMONTON,  Alberta 
T5J  3Z3 


Additional  copies  of  this  report  are  available  by  contacting  the  above  address, 
or  by  telephoning  427-4340. 


Sincerely, 


Bernard  F.  Campbell 
Deputy  Minister 
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INTRODUCTION 


1.1  STUDY  DESCRIPTION 

The  Game  Country  Tourism  Destination  Area  Study  has  been  prepared  on  behalf  of 
Alberta  Tourism.  The  primary  purpose  of  this  study  is  to  develop  a tourism 
strategy  to  serve  as  a framework  for  improving  and  expanding  the  tourism  industry 
in  the  Game  Country  Zone;  a strategy  which  identifies  how  the  communities  and 
key  actors  in  the  zone  can  work  together  in  developing  tourism.  As  a prelude  to 
developing  the  strategy,  the  study  meets  the  following  two  objectives: 

To  identify  opportunities  and  constraints  relating  to  the  orderly  and 
systematic  development  of  the  tourism  industry  in  Game  Country;  and, 

To  inventory  and  evaluate  the  current  level  of  tourist  facilities,  services, 
events,  attractions  and  activities. 

The  study  process  was  comprised  of  four  interrelated  phases.  These  phases 

included: 

Phase  1 - Inventory 

Phase  2 - Tourism  Opportunities  Identification  and  Assessment 

Phase  3 - Strategy  Development 

Phase  4 - Public  Participation 

The  fourth  phase  of  the  study  process  was  particularly  critical  to  the  study  outcome. 
This  phase  involved  undertaking  a comprehensive  public  participation  program. 
The  program  was  undertaken  concurrent  with  the  remaining  three  phases.  The 
input  obtained  as  a result  of  the  public  participation  program  proved  invaluable  in 
developing  the  tourism  strategy  for  Game  Country.  The  goals  and  the  objectives  of 
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that  strategy,  and  many  of  the  assets  and  constraints  that  the  strategy  deals  with, 
have  been  identified  by  the  residents  of  Game  Country.  Many  of  the  tourism 
opportunities  identified  also  stem  from  this  phase  of  the  study. 


1.2  GAME  COUNTRY  DESCRIPTION 

Game  Country  (Tourist  Zone  13)  extends  from  the  Town  of  Whitecourt  in  the 
southeast  to  the  Village  of  Hythe  and  the  British  Columbia  border  in  the  northwest. 
Other  major  urban  communities  include  Fox  Creek,  Valleyview,  Grande  Prairie, 
Sexsmith,  Wembley  and  Beaverlodge.  The  County  of  Grande  Prairie  and  portions  of 
Improvement  Districts  15  and  16  also  are  included  in  the  Game  Country  Zone.  The 
zone’s  boundaries,  and  the  urban  and  rural  communities  located  within  those 
boundaries,  are  shown  on  Map  1.  The  urban  communities  contain  most  of  the 
human  resources  of  the  zone  as  well  as  many  of  the  tourism  resources.  These 
communities  are  concentrated  along  a major  highway  corridor  which  corresponds  to 
a part  of  the  Alaska  Highway  system. 

Except  for  the  strip  of  agricultural  development  which  extends  along  its  northern 
border,  Game  Country  is  essentially  a vast,  forested  wilderness/resource 
development  region.  Most  of  this  wilderness  region  is  located  south  and  west  of  the 
major  highway  corridor.  Development  is  limited  to  economic,  natural  resource 
activities  including  forestry  operations,  and  petroleum  and  natural  gas  exploration 
and  extraction. 


1.3  SUMMARY  FORMAT 

This  executive  summary  is  divided  into  five  sections  including  the  Introduction. 
Section  2.0  summarizes  the  findings  of  the  resource  inventory  phase  of  the  study. 
Section  3.0  describes  the  tourism  strategy  developed  for  the  Game  Country  area. 
Section  4.0  presents  the  tourism  opportunities  identified  and  summarizes  the 
assessment  and  analysis  undertaken  for  each  opportunity. 
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Map  1 Game  Country  Tourist  Zone  13 


Tourism  Destination  Area  Study 


IV  . 


2.0 


GAME  COUNTRY  RESOURCES 


The  inventory  phase  of  the  study  entailed  the  identification  and  thorough 
investigation  of  all  biophysical,  historical,  cultural,  industrial  and  agricultural 
resources  in  the  Game  Country  area,  as  they  pertain  to  tourism.  The  human,  and 
tourism  and  hospitality  resources  of  the  area  also  were  investigated.  As  such, 
existing  and  potential  tourism  attractions,  events,  activities,  facilities  and  services 
were  identified  and  analyzed  in  terms  of  their  role  in  the  zonal  tourism  industry. 
The  dynamics  of  Game  Country’s  current  tourism  market  was  researched  and 
relevant  government  plans,  policies  and  programs  were  analyzed  to  determine  how 
they  impact  upon  existing  and  future  tourism  development.  The  highlights  resulting 
from  the  inventory  phase  are  briefly  summarized  below. 


2.1  BIOPHYSICAL  OVERVIEW 

The  biophysical  overview  included  an  examination  of  Game  Country’s  climate, 
geology,  water  resources,  ecological  regions,  wildlife  resources  and  fisheries.  Rivers 
constitute  one  of  the  more  significant  of  Game  Country’s  biophysical  resources  in 
terms  of  tourism  opportunities. 

Significant  biophysical  features  also  were  identified,  the  most  important  being: 
Kakwa  Falls;  the  Trumpeter  Swan  habitat  area,  focusing  on  Saskatoon  Island 
Provincial  Park;  Saskatoon  Mountain;  the  Grande  Prairie  sandhills;  Kleskun  Hills; 
and  Whitecourt  Mountain. 


2.2  HISTORICAL  RESOURCES 

Game  Country  contains  a number  of  historical  resources.  Historical  resources 
include  palaeontological  sites,  prehistoric  archaeological  sites  and  historic  sites.  The 
most  significant  of  the  three  site  groupings  are  the  historic  sites.  This  grouping 
originates  primarily  from  the  "opening  up"  of  the  Peace  Country  region  of  Alberta 
for  agricultural  development.  A total  of  62  historic  sites  were  identified  along  with 
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160  prehistoric  archaeological  and  two  palaeontological  sites.  Those  historic 
resources  with  some  tourism  potential  have  been  identified  and  assessed  as  tourism 
opportunities.  The  Sturgeon  Lake,  Flying  Shot  Lake,  La  Glace  Norwegian  and 
Bezanson  Settlement  sites,  as  well  as  the  Sexsmith  Blackmith  Shop,  are  among  the 
more  significant  of  these  resources. 

2.3  INDUSTRIAL  AND  AGRICULTURAL  RESOURCES 

Industrial  resources  in  Game  Country  are  based  almost  exclusively  on  forestry 
operations,  and  petroleum  and  natural  gas  extraction.  Those  with  some  tourism 
potential  include:  Whitecourt’s  Millar  Western  Lumber  Mill;  Grande  Prairie’s 

Proctor  and  Gamble  Pulp  Mill;  and,  the  Elmworth  Gas  Plant  located  south  of 
Beaverlodge. 

Agricultural  resources  are  concentrated  in  the  northern  Peace  Country  segment  of 
Zone  13.  Significant  agricultural  resources  with  some  potential  for  tourism 
development  purposes  include:  the  Sexsmith  Rapeseed  Plant;  the  Hythe  Saskatoon 

Berry  Processing  Plant;  and,  the  Beaverlodge  Agricultural  Research  Station. 


2.4  OUTDOOR  RECREATION  ACTIVITIES 

Outdoor  recreation  activities  are  a major  component  of  Game  Country’s  existing  and 
potential  tourism  resource  base.  Year  round  activities  include  hunting  and  fishing. 
Game  Country  provides  some  of  the  best  hunting  opportunities  in  Alberta, 
particularly  for  ungulates  and  black  bears.  Snowmobiling  and  cross-country  skiing 
are  popular  winter  sporting  activities.  Summer  recreation  activities  focus  on  the 
zone’s  rivers  and  lakes. 
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PARKS  AND  CAMPGROUNDS 


Parks  and  campgrounds  are  significant  tourism  resources  within  Game  Country. 
Many  serve  as  attractions  as  well  as  providing  camping  facilities,  and  are  staging 
areas  for  summer  and  winter  outdoor  recreation  activities.  The  types  of  parks  and 
campgrounds  found  in  Game  Country,  and  the  number  of  each,  include: 


o Provincial  Parks  5 

o Alberta  Forest  Service  Recreation  Areas  16 

o Alberta  Transportation  Campsites  7 

o Municipal  Parks  and  Campgrounds  10 

o Private/Club  Operated  Campgrounds  6 


Carson-Pegasus  Provincial  Park,  located  19  kilometres  northeast  of  Whitecourt,  is  a 
popular  weekend  destination  for  the  Edmonton  market,  as  well  as  the  local  and 
regional  market.  In  1986,  it  ranked  fourth  out  of  Alberta’s  total  50  provincial  parks 
in  terms  of  "camper  party  nights"  usage. 


2.6  TRANSPORTATION  RESOURCES 

Game  Country  is  linked  into  a variety  of  highway  systems  that  result  in  a 
significant  number  of  trips  through  the  zone.  By  far  the  most  significant  of  these  is 
the  Alaska  Highway  system,  which  corresponds  to  the  major  highway  corridor 
extending  through  the  zone.  Segments  of  Highways  43,  34  and  2 comprise  this 
corridor.  Almost  the  entire  population  of  Game  Country  straddles  the  major 
highway  corridor.  As  such,  most  of  the  zone’s  tourism  resources  are  concentrated 
along  the  corridor.  This  corridor  also  plays  a prominent  linkage  role  in  the 
Mackenzie  Highway  system. 

The  Forestry  Trunk  Road  and  Highway  40,  which  links  Grande  Prairie  and  Grande 
Cache,  are  two  additional  roadways  with  tourism  implications. 
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Scheduled  airline  and  bus  services  are  available.  Most  scheduled  motorcoach  tours 
pass  through  the  Game  Country  en  route  to  Alaska. 


URBAN  COMMUNITIES 

Game  Country’s  human  resources  are  concentrated  in  the  area’s  eight  major  urban 
communities  which,  in  turn,  are  concentrated  along  the  major  highway  corridor. 
Nineteen  hamlets  also  are  included  in  the  area’s  settlement  pattern.  Most  of  Game 
Country’s  tourism  attractions,  facilities,  services  and  events  are  contained  within,  or 
hosted  by,  these  communities,  with  support  from  the  rural  communities. 

The  urban  communities  contain  a total  of  21  tourism  attractions.  This  figure 
includes  nine  golf  courses.  Although  not  actually  located  within  the  urban  centres, 
golf  courses  are  considered  to  be  urban  attractions  since  most  are  operated  by  the 
urban  communities  themselves,  or  clubs  based  therein.  One  of  the  best  known  of  all 
Game  Country’s  attractions  is  the  South  Peace  Centennial  Museum  located  at 
Beaverlodge. 

There  are  a total  of  2,122  rooms/units  available  in  Game  Country.  These  units  are 
housed  in  39  fixed-roof  accommodation  facilities.  More  than  one  half  of  these 
facilities  are  located  in  Whitecourt  and  Grande  Prairie.  Tourist  booths  are  located 
in  most  of  the  major  communities.  There  are  ten  sewage  disposal  stations  in  the 
zone. 

Some  42  events  are  hosted  by  Game  Country  communities  on  a regular  basis.  Most 
of  these  events  are  of  local  and/or  regional  significance.  Some  of  the  better  known 
events  which  attract  visitors  from  beyond  the  Game  Country  region  include: 
Beaverlodge’s  Pioneer  Days;  Grande  Prairie’s  Alberta  Hot  Air  Balloon 
Championships;  Whitecourt’s  Annual  Snowarama-100  Kilometre  Snowmobile  Race; 
and  Teepee  Creek’s  Amateur  Stampede. 
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PLANS  AND  POLICIES 


Relevant  municipal  and  provincial  plans  and  policies  were  examined  as  part  of  the 
inventory  process  to  determine  how  such  plans  may  influence  future  tourism 
development  in  Game  Country.  Provincial  plans  examined  include  regional  plans, 
appropriate  integrated  resource  management  plans,  and  pertinent  policy  documents 
including:  the  Alberta  Government’s  1985  Position  and  Policy  Statement  on 

Tourism,  prepared  in  response  to  The  White  Paper:  An  Industrial  and  Science 

Strategy  for  Albertans.  1985-1995:  and  A Policy  for  Resource  Management  of  the 
Eastern  Slopes.  Revised  1984.  Municipal  plans  examined  include  General  Municipal 
Plan  documents  and  economic  development  plans. 

Generally,  the  review  of  plans  and  policies  determined  that  although  the  Provincial 
Government  has  clearly  stated  its  support  for,  and  commitment  to,  developing  the 
tourism  industry  in  Alberta,  this  support  is  not  as  yet  reflected  at  the  municipal 
planning  level.  Only  the  Town  of  Whitecourt  has  considered  tourism  in  a concrete 
and  effective  manner  through  the  preparation,  and  more  importantly, 
implementation  of  a tourism-related  "Economic  Development  Action  Plan." 


2.9  THE  TOURISM  MARKET 


It  is  estimated  that  a total  of  253,000  visitors  spent  one  or  more  nights  in  Game 
Country  in  1982.  Of  this  total,  149,700  or  59%  were  non-Alberta  residents  and  the 
remaining  103,300  or  41%  were  Albertans.  Almost  two-thirds  of  the  total  non- 
resident visitors  were  from  British  Columbia.  The  United  States  non-resident  visitor 
component  was  second  in  importance,  with  particular  emphasis  on  visitors  from  the 
southeastern  seaboard.  Most  of  the  United  States  visitors  passed  through  Game 
Country  on  the  way  to  Alaska.  Visitor  expenditures  in  Game  Country  in  1982 
totaled  $5,400,000. 

The  zone’s  primary  target  markets,  and  the  resultant  tourism  implications,  are 
described  in  Section  3.0  in  the  context  of  the  tourism  development  strategy. 
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TOURISM  DEVELOPMENT  STRATEGY 


3.1  KEY  ELEMENTS  OF  A TOURISM  STRATEGY 

The  development  of  a tourism  strategy  for  the  Game  Country  area  requires  the 
interaction  and  moulding  of  a number  of  key  elements.  These  elements  include:  the 
tourism  market;  tourism  assets  and  constraints;  and,  tourism  development  goals. 
They  represent  the  building  blocks  of  the  tourism  strategy  proposed  for  the  Game 
Country  area.  The  implications  and  relevance  of  each,  in  terms  of  developing  that 
strategy,  are  briefly  discussed  in  the  sections  which  follow. 


3.1.1  The  Tourism  Market 

The  detailed  analysis  of  the  dynamics  of  the  tourism  market  in  Game  Country 

determined  that  the  area’s  two  primary  target  markets  are: 

o young,  middle  socio-economic  status  families  and  singles,  from  provincial 
metropolitan  areas  and  rural  Alberta,  more  than  half  of  whom  are  visiting 
friends  and  relatives;  and, 

o senior  citizens  from  British  Columbia,  the  United  States  southeastern 
seaboard,  Ontario  and  Saskatchewan,  with  low-to-middle  fixed  incomes, 
most  of  whom  are  visiting  friends  and  relatives  and/or  are  travelling  through 
Game  Country  on  the  Alaska  Highway  route. 

It  is  significant  to  note  that  more  than  one  half  the  Alberta  resident  visitors  to 

Game  Country  are  children  under  16  years  of  age. 

Stated  simply,  the  implications  of  the  market  analysis  in  terms  of  developing  a 

tourism  strategy  for  the  Game  Country  area  are  as  follows: 

o Tourism  attractions,  activities  and  events  should  be  geared  towards 
augmenting  the  appeal  of  Game  Country  for  young  families  visiting  relatives 
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and  friends  in  the  area.  These  attractions,  activities  and  events  should  be 
particularly  appealing  to  young  children. 

o Outdoor  pursuits,  particularly  those  which  rely  upon  the  natural  beauty  and 
wilderness  character  of  the  area,  such  as  hunting,  fishing  and  snowmobiling, 
should  be  encouraged.  These  types  of  pursuits  appeal  to  young,  active, 
singles  and  family  members  alike. 

o Attractions,  activities  and  events  which  can  serve  to  "detract  and  detain" 
tourists  travelling  through  the  area,  to  Alaska  in  particular,  should  be 
considered.  Such  attractions,  activities  and  events  should  be  geared  towards 
the  needs  of  seniors  with  modest  incomes. 

The  Alaskan  tourist  component  represents  a significant  and  proven  market  which, 
unlike  the  Alberta  resident  market  that  relies  primarily  upon  friends  and  relatives 
for  food  and  lodging,  requires  a wider  range  of  tourist  services  as  they  pass  through 
the  Game  Country  area.  As  a result,  such  tourists  are  more  likely  to  contribute  to 
the  local  economy  since  they  infuse  new  dollars  into  the  area.  Because  of  their 
national  and  international  scope,  they  also  have  the  potential  to  advertise,  through 
"word  of  mouth"  promotion,  the  existence  of  Game  Country  as  an  interesting  area  to 
see  en  route  to  Alaska. 


3.1.2  Tourism  Assets  and  Themes 

The  comprehensive  inventory  of  the  Game  Country  area  identified  a wide  variety  of 
tourism  resources.  If  properly  developed  and  managed,  these  resources  can  serve  as 
assets  for  developing  the  area’s  tourism  industry.  Many  of  these  assets,  in  turn,  can 
be  translated  into  tourism  themes.  These  themes  provide  direction  and  an 
underlying  framework  for  the  future  marketing  of  the  area.  All  of  the  tourism 
opportunities  which  have  been  identified  for  Game  Country  stem  from,  and 
support,  such  themes. 
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Game  Country’s  major  tourism  assets  and  the  corresponding  themes  are  listed  below: 


Tourism  Asset 

Corresponding  Theme 

o The  natural  physical 

o The  Wilderness  Experience 

beauty  of  the  area, 

in  particular  the 

It  is  not  surprising  that  the  1982 

extensive  varied 

Alberta  Travel  Survey  of  non-residents 

wilderness  region. 

travelling  through  Game  Country  rated 
its  natural  beauty  and  scenery  as  the 
zone’s  greatest  asset.  The  wilderness 
region  in  particular,  with  its  many 
rivers  and  streams,  and  rolling 
topography  extending  into  the  Rocky 
Mountains,  provides  the  tourist  with 
considerable  viewing  pleasure.  The 

wilderness  region  also  provides  many 
opportunities  for  tourists  to  enjoy  a 
true  wilderness  experience.  Hiking, 

canoeing,  hunting  and  fishing  are  all 
wilderness  experiences  and  share  a 
common  wilderness  motif.  The  tourist  is 
provided  with  a sense  of  "getting  away 
from  it  all",  and  "feeling  at  one  with 
nature". 

o The  diverse,  economically- 
based  resources  of  the  area. 

o Economic  Natural  Resource  Diversity 

Game  Country  is  blessed  with  a rich 
diversity  of  natural  resources  including 
forestry,  oil  and  gas,  and  agriculture. 
The  development  of  these  resources  is 
the  mainstay  of  the  area’s  economy. 
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Tourism  Asset 


Corresponding  Theme 


This  resource  activity  also  provides 
opportunities  to  develop  tourism 
attractions  and  events  which  could 
provide  the  visitor  with  an 

understanding,  and  more  intimate 
knowledge,  of  what  Game  Country  is 
all  about.  Opportunities  for  "hands  on" 
experiences  are  particularly  appealing  to 
young  families  and  children  since  they 
serve  an  educational  and  leisure 
function. 

The  historic  resources 

o The  Rich  Historic  Past 

of  the  area. 

Game  Country  boasts  a rich  and 
interesting  pioneer  history  which 
includes  not  only  the  agricultural 

settlement  and  development  of  the 
Grande  Prairie/Peace  Country,  but 
other  features  such  as  Alberta’s  oldest 
sawmill  at  Whitecourt,  and  oil  and  gas 
exploration  and  discovery  in  the 
Valley  view  area.  Visiting  cultural  and 
historic  sites  are  among  the  most 

popular  of  all  tourist  activities. 

Historic  themes  are  of  particular 
interest  to  seniors  and  young  families, 
and  serve  as  a basis  for  many  cultural 
and  community  events.  Archaeological 

Tourism  Asset 


Corresponding  Theme 


o Summer  and  winter 
leisure  sporting 
activities  and  events. 


o The  major  highway 
corridor. 


and  prehistoric  resources  are  also  found 
in  Game  Country  but  are  of  interest  to 
much  smaller  and  more  dispersed 
market  segments. 

o Summer  and  Winter  Games 

The  many  summer  and,  of  even  greater 
significance,  winter  sporting  activities 
and  events  provide  an  interesting  and 
unique  motif  for  promoting  the  Game 
Country  area  and  its  communities.  This 
motif  is  in  keeping  with  Game 
Country’s  logo  and  reflects  the  spirit 
and  intent  of  that  logo.  Game 
Country’s  logo  depicts  sporting 
activities  as  well  as  wildlife  species. 
Sporting  and  leisure  type  activities  are 
particularly  popular  with  young  families 
and  singles. 

o Gateway  to  the  Alaska  Highway 

The  major  highway  corridor,  which 
extends  through  the  Game  Country 
area,  is  perhaps  its  greatest  asset  from  a 
tourism  perspective.  Most  of  the 
community  and  human  resources  of  the 
area  are  located  within  this  corridor. 
As  such,  virtually  all  existing  tourism 
attractions,  services,  activities  and 
events  are  either  located  within,  or 
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Tourism  Asset 


Corresponding  Theme 


near  the  corridor.  It  also  is  the  one 
single  element  that  both  physically  and 
functually  binds  Game  Country  into  a 
cohesive  unit.  Of  even  greater 
significance,  in  terms  of  developing 
viable  tourism  themes  for  future 
marketing,  is  the  corridor’s  function  as 
a linkage  in  the  Alaska  Highway 
system.  Each  year,  significant  numbers 
of  national  and  international  visitors 
travel  this  corridor  en  route  to  Alaska. 
Yet  little  has  been  done  to  promote  it 
as  part  of  the  overall  Alaskan 

experience.  Conversely,  Dawson  Creek, 
British  Columbia,  has  long  recognized 
the  marketing  potential  of  its  location, 
vis-a-vis  the  Alaska  Highway,  and  of 
being  part  of  the  Alaskan  experience. 
The  Town  has  declared  itself  "Mile  0" 
of  the  Alaska  Highway  and  is 
recognized  as  such  in  many  travel 
brochures.  If  Dawson  Creek  is 
recognized  as  "Mile  0"  of  the  Alaska 
Highway,  then  Game  Country’s  segment 
of  this  highway  system,  and  the  area 
surrounding  it,  can  potentially  be 
recognized  as  the  gateway  to  the  Alaska 
Highway.  Nothing  precludes  Game 
Country  from  taking  full  advantage  of 
its  unique  geographic  location,  and 
building  upon  the  Alaskan  theme  as  a 
tourism  marketing  tool. 
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Two  other  resource  assets  are  of  particular  relevance  to  promoting  tourism  in  Game 
Country.  These  assets  cannot  be  translated  into  themes.  Instead,  they  provide  the 
means  by  which  all  other  themes  and  assets  can  be  developed.  The  two  assets 
include  human  resources  and  the  hospitality  industry. 


3.1.3  Tourism  Barriers  and  Challenges 

Game  Country  displays  a number  of  significant  constraints  which  serve  as  possible 
barriers  to  developing  its  full  potential  as  a destination  area.  However,  significant 
as  they  may  seem,  many  can  be  modified  or  overcome  given  a clear,  simple  and 
workable  strategy,  as  well  as  a great  deal  of  coordinated  effort  and  commitment  on 
the  part  of  the  communities  and  tourism  industry  resources  in  the  area.  In 
developing  such  a strategy,  it  is  important  to  assess  the  barriers  to  tourism 
development  to  determine  which  can  be  modified  or  overcome.  Such  barriers  can 
then  be  translated  into  challenges  to  focus  upon  which,  in  turn,  form  an  integral 
part  of  the  strategy.  In  some  cases,  challenges  can  be  further  translated  into 
objectives. 

The  major  barriers,  or  challenges  to  further  developing  Game  Country’s  tourism 
industry,  and  its  role  as  a destination  area,  are  listed  below: 

Barrier  Corresponding  Challenge 


o The  boundaries  that  define 
the  Game  Country  area  were 
identified  as  a major  barrier 
in  all  public  meetings  and 
by  most  individuals  involved 
in  the  local  tourism  industry 
because: 


o To  find  a common  thread 
among  the  communities  of 
Game  Country  that,  in  turn, 
could  serve  as  a common  focus  for 
tourism  development  purposes,  and 
promotion,  thus  overcoming  the 
perception  of  distance  as  a barrier. 
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Barrier 


Corresponding  Challenge 


- the  area  is  so  large  that  it 

lacks  any  degree  of  homogeneity 


and,  as  a result,  does  not 
have  a common  focus  and 
identity; 

- the  distance  between 

communities  is  too  great  to 
allow  coordinated  efforts  to 
occur  so  that,  instead, 
fragmented  tourism  efforts 
result  and  communities 
become  basically  inward- 
looking; and 
■■  greater  affinity  with 

communities  located  nearby 
in  neighbouring  tourism 
areas  was  often  expressed, 
suggesting  that,  to  some 
extent,  the  boundaries  do 
not  serve  a functional  or 
logical  purpose. 

o The  Game  Country  area  lacks 
major  attractions  which  could 
serve  as  significant 
tourist  draws. 


o To  consider  regional 

networking  among  communities 
which  transcend  artificial 
boundaries. 


o To  overcome  the  lack  of  a major 
draw  by  combining  and  improving 
available  assets. 


Barrier 

o Game  Country’s  distant 
location,  vis-a-vis  major 
markets,  historically  has  been 
a detriment  to  the  growth  of 
the  local  tourism  industry. 

o Competing  opportunities  in 
neighbouring  tourist  areas  tend 
to  detract  from  Game  Country’s 
viability  as  a destination 
area. 


Corresponding  Challenge 

o To  identify  ways  in  which  the 
area’s  relatively  distant 
location  can  be  used  as  an 
advantageous  marketing  tool. 

o To  complement,  and  tie  into,  or 
"piggy  back"  on  competing 
opportunities  wherever  possible, 
thereby  strengthening  Game  Country’s 
own  tourism  activity  level. 


Other  barriers  also  were  identified  by  local  residents  and  key  actors  in  the  area’s 
tousim  industry.  Where  possible,  these  barriers  require  consideration  in  an  overall 
strategy.  They  include: 

o a poor  and/or  disinterested  attitude  on  the  part  of  local  residents  and  many 
employees  of  the  tourism  service  industry; 

o a lack  of  awareness  of  the  importance  and  significance  of  tourism  to  the 
local  encomy  and  to  a community’s  pride  and  general  prosperity; 


o a required  upgrading  of  many  hospitality  and  service  establishments, 
particularly  with  respect  to  cleanliness,  appearance,  level  of  service  and 
friendliness; 

o the  general,  overall  appearance  of  communities,  particularly  at  entranceways; 


o a lack  of  proper  signage  which  is  identifiably  unique  to  Game  Country,  and 
advises  tourists  where  they  are  and  where  to  go;  and, 


o a low  profile  in  major  market  places  so  that  market  target  segments  have  no 
knowledge  of  where  Game  Country  is  located,  or  what  it  has  to  offer. 
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3.1.4 


Tourism  Goals  and  Objectives 


One  major  overriding  goal  emerges  for  Game  Country  as  a result  of  the  public 
meetings  and  discussions  held  with  the  many  individuals  involved  either  directly,  or 
indirectly,  in  the  area’s  tourism  milieu.  Stated  simply,  this  goal  is: 

To  expand  and  improve  the  tourism  industry  in  Game  Country, 
thereby  increasing  tourism  activity. 

A second  goal,  often  expressed  by  Game  Country  residents,  is: 

To  improve  Game  Country’s  image,  and  ability  to  function,  as  a 
tourism  destination  area. 


Several  key  objectives,  or  statements  pertaining  to  how  these  goals  may  be  achieved, 
have  been  identified.  These  objectives,  once  again,  are  based  largely  on  the 
considerable  input  of  local  Game  Country  area  residents.  The  following  objectives 
also  respond  to  the  challenge  of  overcoming  the  barriers  identified  earlier: 

o To  create  a common  identity  and  focus  for  Game  Country  which  will  enable 
communities  to  work  together  in  improving  the  state  of  tourism. 

o To  give  Game  Country  a new  look,  and  change  the  image  of  "a  whole  bunch 
of  nothing". 

o To  work  together,  wherever  possible,  as  a cohesive  unit  by  combining 
marketing  and  promotional  efforts  directed  at  Game  Country’s  role  as  a 
tourism  destination  area. 


o To  coordinate  activities  and  events  among  communities. 

o To  combine  the  many  smaller  attractions,  activities  and  events  into  a major 
tourist  draw. 

o To  better  utilize  and  manage  the  many  assets  and  resources  of  the  Game 
Country  area. 


1 This  phrase  appears  in  the  video  presentation  entitled  "Make  the  Break", 
produced  by  the  Game  Country  Tourism  Association,  1985. 
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To  capitalize  on  the  many  varied  tourism  themes  available  to  Game  Country. 


To  develop  and  undertake  a direct  target  marketing  program. 


To  increase  awareness  in  major  markets  with  respect  to  where  Game 
Country  is  located  and  what  it  has  to  offer. 

To  "detract  and  detain"  tourists  by  getting  them  off  the  highway  and 
encouraging  them  to  stay  longer. 


To  increase  overnight  visitation. 


To  devise  means  of  using  distance  from  major  markets  as  a lure,  rather  than 
a deterent. 


To  complement,  and  tie  into,  competing  opportunities  in  other  zones 
wherever  possible. 


To  encourage  the  development  of  the  area’s  tourism  opportunities  by 
working  closely  with  other  government  agencies,  private  investors  and 
community  organizations. 


To  encourage  communities  to  improve  their  overall  appearance,  particularly 
along  major  highways,  at  entranceways,  and  in  the  immediate  vicinity  of 
tourist  service  establishments. 


To  encourage  hospitality  operators  to  upgrade  the  appearance  and  cleanliness 
of  establishments  and  improve  the  level  of  service. 


To  improve  local  awareness  and  attitudes  towards  the  socio-economic 
benefits  of  tourism. 


To  educate  those  involved  directly  in  the  hospitality  industry  on  how  to 
respond  to  tourists. 
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3.2 


A TOURISM  STRATEGY  FOR  GAME  COUNTRY 


The  purpose  of  developing  a tourism  strategy  for  the  Game  Country  area  is  to 
provide  a framework  for  improving  and  expanding  the  local  tourism  industry.  A 
strategy  is  required  as  a starting  point  for  Game  Country’s  communities  and  key 
actors  to  work  together  in  developing  tourism.  However,  prior  to  proposing  such  a 
strategy,  two  issues  must  be  considered.  These  issues  include  the  zonal  boundaries 
of  the  Game  Country  area,  and  management  organizational  requirements. 

The  boundaries  of  the  Game  Country  Tourist  Zone  were  considered  illogical  for 
tourism  management  purposes  by  most  of  the  individuals  who  provided  input  into 
this  study.  However,  Game  Country  communities  should  keep  in  mind  that  there  is 
no  magic  to  the  existing  artificial  boundaries.  Nothing  precludes  clusters  of 

communities  from  coordinating  their  tourism  efforts  with  other  nearby  communities 
located  in  adjacent  zones.  The  tourist  zones  of  northern  Alberta,  as  they  presently 
exist,  are  largely  artificially  created  administrative  units.  The  characteristics  and 
functional  interrelationships  of  various  groupings  of  communities,  located  within 
geographically  distinct  tourism  regions,  often  transcend  these  artificial  zone 
boundaries.  Communities  located  within  such  regions  are  not  restricted  in 

supporting,  and  assisting,  each  other  in  certain  tourism  initiatives.  Game  Country 
communities  would  be  well  advised  to  look  beyond  the  existing  zonal  boundaries,  as 
indeed  several  have,  to  consider  where  certain  tourism  efforts  can  best  be  directed. 

The  absence  of  a viable  Tourism  Association  at  this  point  in  time,  to  manage, 
finance  and  promote  tourism  development  in  the  Game  Country  area,  is  the  second 
major  issue  which  must  be  considered  prior  to  discussing  a tourism  strategy  for  the 
area.  In  spite  of  the  apparent  problems  with  the  zonal  boundaries,  a common  theme 
and  approach  for  developing  much  of  the  Game  Country  area  as  a tourism 
destination  is  identified  by  the  strategy.  This  theme  does,  in  fact,  apply  to  a logical 
tourism  unit  within  the  area.  However,  in  order  for  the  approach  to  work,  some 
form  of  organization,  capable  of  coordinating  and  managing  certain  required 
initiatives,  is  needed.  In  the  absence  of  a Tourism  Association,  the  onus  rests  with 
the  communities  to  provide  such  an  organization. 
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3.2.1 


The  Approach 


In  order  for  Game  Country  to  achieve  its  stated  goals,  an  innovative  new  approach 
towards  tourism  development  is  required.  This  approach  must  recognize  the  proven 
and  potential  markets,  build  upon  existing  assets,  and  overcome  major  barriers.  It 
must  give  the  area  a common  focus  and  a new  identity.  Furthermore,  it  must  serve 
to  bind  together,  and  allow  for  better  management  of.  Game  Country’s  many  and 
diverse  biophysical,  cultural,  historical  and  socioeconomic  resources.  Most 
importantly,  it  must  provide  a realistic,  flexible  and  workable  starting  point  from 
which  the  communities  and  key  actors  of  Game  Country  can  develop  a more  viable 
and  prosperous  tourism  industry. 

The  approach  proposed  for  developing  the  local  tourism  industry,  and  Game 
Country  as  a destination  area  in  its  own  right,  focusses  on  the  major  highway 
corridor  and  its  associated  Alaskan  motif.  In  terms  of  a new  innovative  approach,  it 
represents  the  area’s  greatest  asset  and  strongest  theme.  In  effect,  it  is  the  area’s 
most  significant  opportunity  which,  until  now,  has  been  largely  overlooked.  The 
development  of  the  Alaska  Highway  corridor  resource  is  not  the  panacea  for  all  the 
woes  of  Game  Country’s  tourism  industry,  but  it  would  serve  to  overcome  many  of 
its  major  barriers  and  satisfy  the  area’s  principal  goals  and  objectives. 

As  was  stated  previously,  all  of  Game  Country’s  major  tourism  assets,  excepting  the 
wilderness  resource,  are  concentrated  along  the  highway  corridor.  These  include 
existing  tourism  attractions,  activities,  events  and  services,  as  well  as  most  of  the 
potential  opportunities  identified  in  Section  4.0.  Many  of  the  wilderness 
opportunities  also  can  be  experienced  along  the  highway  corridor,  although  most  of 
the  vast  wilderness  region  which  comprises  much  of  the  Game  Country  area  is 
located  beyond  the  corridor,  to  the  south  and  west.  Nevertheless,  for  the  more 
adventurous  visitor,  access  from  the  corridor  into  this  wilderness  region  is  easily 
attained. 
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The  wilderness  region  can  augment  and  support  tourist  activity  which  is 
concentrated  in  the  highway  corridor.  But  the  major  focus  of  activity,  and  greatest 
benefits  to  be  potentially  derived,  will  remain  in  the  corridor.  The  focus  of  future 
tourism  attention;  therefore,  should  be  concentrated  on  the  highway  corridor. 
Because  this  corridor  is  a segment  of  the  Alaska  Highway  system,  a viable  theme  to 
develop  for  promotion  and  marketing  purposes  is  the  Alaskan  experience.  This  is  a 
well  recognized  and  successful  theme  with  a proven  market. 

Each  year,  significant  numbers  of  visitors  are  channeled  from  the  remainder  of  the 
province  onto  the  highway  corridor  through  Game  Country,  en  route  to  Alaska. 
Unlike  other  tourism  resources  which  may  be  available  in  many  segments  of  the 
province,  this  resource  represents  a feature  unique  to  the  Game  Country  area.  It 
also  represents  an  ideal  opportunity  for  Game  Country  to  "cash  in  on  a good  thing". 
Rather  than  being  an  area  to  get  through  as  quickly  as  possible  on  the  way  to 
Alaska,  Game  Country  can  become  a part  of  the  Alaskan  experience.  Dawson 
Creek,  British  Columbia,  has  already  done  so  by  declaring  itself  "Mile  0"  of  the 
Alaska  Highway.  Game  Country  can  do  so  by  billing  itself  as:  "Alberta’s  Game 

Country  - Gateway  to  the  Alaska  Highway". 

It  is  recognized  that  most  visitors  to  Game  Country  are  not  Alaska-bound  tourists. 
Nevertheless,  the  tools  developed  to  promote  and  market  the  Alaskan  theme  can  be 
adapted  to  any  promotional  strategy  for  the  zone.  Furthermore,  the  theme  provides 
the  area  with  a recognizable  identity,  one  that  is  more  meaningful  than  Game 
Country’s  current,  "a  whole  bunch  of  nothing".  Finally,  the  theme  can  provide  a 
perspective  of  where  Game  Country  is  located  geographically  in  relation  to  the 
remainder  of  the  province,  and  beyond. 

The  approach  proposed  involves,  among  other  techniques,  the  development  of  an 
exploration  guide  for  the  highway  corridor,  along  the  lines  of  the  Mile-Post 
Magazine  , but  concentrating  exclusively  on  "Alberta’s  Game  Country  - Gateway  to 
the  Alaska  Highway".  The  Mile-Post  provides  detailed  information  on  things  to  see 
and  do,  historical  information,  and  interesting  anecdotes  about  specific  communities 
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'Milepost  Magazine",  Alaska  Northwest  Publishing  Co.,  published  annually. 


and  people.  The  information  is  provided  in  an  orderly  fashion  proceeding  along  a 
highway  corridor.  The  focus  of  the  Magazine  is  on  the  various  corridors  leading  to 
Alaska. 

The  principle  of  a Mile-Post  type  magazine  could  be  very  successfully  applied  to  an 
exploration  guide  for  Game  Country’s  highway  corridor.  A very  detailed  and 
comprehensive  type  of  exploration  tour  guide  has  been  developed  for  only  a few 
tourist  areas  of  the  province^.  Game  Country  has  the  opportunity  to  be  one  of  the 
first  in  this  regard.  The  added  benefit  for  Game  Country  is  that  this  guide  could 
greatly  enhance  its  role  as  a tourist  destination.  Many  people  have  no  desire  to 
experience  Alaska  per  se,  but  they  may  wish  to  experience  Game  Country.  To  do 
so,  they  need  to  be  given  some  incentive  and  they  need  to  be  informed.  The 
exploration  guide  is  an  excellent  tool  for  serving  this  dual  purpose. 

Following  through  on  the  development  of  the  exploration  guide  and  theme  focus  for 
Game  Country’s  highway  corridor,  is  the  need  to  develop  a common  logo  and 
common  signage.  In  effect,  a common  Game  Country  look  is  needed.  The 
underlying  philosophy  behind  the  "common"  approach  is  that,  individually,  none  of 
the  Game  Country  communities  located  along  the  corridor  serve  as  significant 
destinations  on  their  own  merit.  However,  taken  collectively,  and  by  combining  and 
pooling  their  resources  and  the  best  each  has  to  offer  into  a comprehensive  package, 
the  area  has  far  more  potential  to  attract  visitors,  as  well  as  to  "detract  and  detain" 
them.  If  all  its  various  resources  are  treated  collectively,  Game  Country  can  be 
marketed  as  an  interesting  and  diverse  region. 

To  be  successful,  the  communities  would  have  to  adopt  this  collective  philosophy 
wholeheartedly.  Nowhere  would  this  new  collective  "one  for  all  and  all  for  one" 
approach  be  more  important  than  in  the  coordination  of  events  and  activities  that 
occur  throughout  Game  Country  on  an  annual  basis.  For  instance,  the  ideal 
situation  would  witness  a series  of  consecutive  winter  events,  starting  in  Whitecourt 
and  occurring  one  after  the  other  as  one  proceeds  along  the  highway  corridor  to 
Hythe.  Similarly,  the  major  summer  activities  and  attractions  would  be  scheduled  to 

3 The  "Badlands  and  Bones  - A Drive  Through  Time"  exploration  guide 
produced  by  Travel  Alberta  in  1982  was  the  first  such  guide. 
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allow  tourists  the  possibility  of  experiencing  all  of  them  in  a consecutive  manner. 
The  underlying  theme,  providing  added  interest,  stature,  credibility  and  spurring 
travellers  onward  through  the  zone,  would  remain:  "Alberta’s  Game  Country  - 

Gateway  to  the  Alaska  Highway." 

It  is  important  to  note  that  this  collective  approach  does  not  preclude  communities 
from  undertaking  their  own  tourism  initiatives  and  planning.  Communities  would 
still  be  responsible  for  considering  their  own  initiatives  and  planning.  To  have  the 
greatest  impact,  such  planning  should  be  undertaken  under  the  umbrella  of  Game 
Country’s  goals,  objectives  and  common  approach.  A considerable  degree  of 
coordinated  effort  will  be  required.  An  even  greater  requirement  will  be  that  of 
commitment. 


3.2.2  Where  to  Start 

It  is  strongly  recommended  that,  as  an  initial  step,  appropriate  representatives  from 
each  of  the  communities  meet  to  discuss  Game  Country’s  future  as  a viable 
destination  area  using  the  approach  outlined  herein.  The  community  groups  which 
should  be  represented  include  municipal  councils  and  administrations,  tourism 
hospitality  associations.  Chambers  of  Commerce,  the  former  Tourism  Association, 
and  any  other  key  individuals  in  the  local  tourism  industry.  At  this  initial  meeting, 
interest  and  support  for  formally  organizing  into  a Game  Country  tourism  body  to 
develop  the  suggested  collective  approach  should  be  gauged,  and  the  Alaskan  motif 
for  the  highway  corridor  discussed. 

If  support  and  enthusiasm  is  evident,  it  is  recommended  that  a working  group  be 
established,  comprised  of  members  of  the  initial  groups  represented,  to  further 
explore  and  develop  the  details  of  preparing  an  exploration  guide.  At  the  same 
time,  in  the  absence  of  a Tourism  Association,  a formal  management  organization 
should  be  established,  capable  of  spearheading,  developing  and  implementing  the 
approach  adopted  by  the  participants. 
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Organizational  Requirements 


In  order  to  develop  the  approach  described  herein  and  bring  it  to  fruition,  an 
aggressive  and  strong  management  type  of  organization  must  be  established.  This 
organization  will  be  required  to  not  only  coordinate  action,  but  to  take  action. 
Because  the  onus  in  developing  Game  Country  as  a tourism  destination  area  now 
rests  with  the  communities,  local  elected  officials  should  be  involved  in  the 
organization  established. 

Equally  important  to  the  success  of  the  organization  is  representation  from  the 
hospitality  industry.  This  industry  has  the  greatest  vested  interest  in  expanding 
tourism  in  Game  Country  and;  therefore,  should  participate  fully  in  developing  the 
proposed  approach.  The  success  of  the  approach  relies  heavily  upon  the  tourism 
and  hospitality  industry  operators  for  support  and  assistance.  The  expertise  of  the 
industry  is  also  required. 

Other  key  actors  in  the  tourism  industry,  such  as  representatives  of  local  historical 
societies,  also  should  be  considered.  .However,  such  volunteer  group  representatives 
may  be  more  appropriately  assigned  to  special  working  committees,  which  could 
form  part  of  the  organization’s  structure  as  it  develops. 

The  principal  roles  of  the  organization  will  be: 

to  develop  a detailed  strategy  for  the  Game  Country  corridor  using  the 
approach  proposed  as  a starting  point; 
to  implement  the  detailed  strategy; 

to  continually  coordinate  and  update  strategy  components;  and, 
to  monitor  the  detailed  strategy. 

For  the  purposes  of  this  study,  the  potential  organization  thus  described  is  referred 
to  as  the  Game  Country  Tourism  Group. 
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Initial  Tasks 


The  Game  Country  Tourism  Group  should  consider  undertaking  four  initial  tasks 
directed  at  developing  the  approach  as  described.  These  tasks  include: 
incorporation  as  a registered  society; 
the  design  and  development  of  the  exploration  guide; 
provision  of  proper  signage;  and, 

identification  of  potential  financial  resources  with  which  to  implement  the 
approach. 

The  focus  of  the  approach  proposed  herein  is  the  development  of  an  exploration 
guide  entitled,  "Alberta’s  Game  Country  - Gateway  to  the  Alaska  Highway".  In 
order  to  access  funding  programs  which  are  in  place  to  assist  in  the  development  of 
such  a guide,  the  Tourism  Group  must  be  formally  incorporated.  The  first  task  of 
the  Tourism  Group;  therefore,  will  be  to  incorporate  as  a registered  society  under 
the  Societies  Act. 

The  second  task  will  be  to  actually  develop  the  guide  itself.  Financial  assistance  to 
develop  a high  quality  exploration  type  guide  may  be  available  through  Program  5.3 
- Exploration  Guides,  of  the  Canada/Alberta  Tourism  Agreement.  Only  tourism 
zone  associations  and  other  not-for  profit  organizations  are  eligible  for  assistance. 
Up  to  100  percent  of  development  costs  to  a maximum  of  $35,000  can  be  made 
available.  Printing  and  distribution  costs  are  not  eligible  and  the  Tourism  Group 
will  need  to  explore  other  means  of  financing  these  costs.  For  example,  a separate 
brochure  comprised  of  advertisements  for  commercial  tourism  services,  such  as 
restaurants  and  hotels/motels,  could  be  inserted  in  the  guide.  This  brochure  could 
be  developed  as  an  advertising  feature  and  updated  annually.  Advertising  revenues 
generated  could  then  be  used  by  the  Tourism  Group  to  offset  the  printing  and 
distribution  costs  of  the  guide. 

The  third  step  the  Tourism  Group  should  consider  is  "beefing  up"  the  status  of  the 
highway  corridor  itself.  An  effective  method  of  doing  so  is  through  visible  and 
informative  signage.  Alberta  Transportation  and  Utilities,  in  concert  with  Alberta 
Culture,  has  constructed  a large  information  sign  to  guide  visitors  along  the 


Crowsnest  Pass  Historic  Corridor.  A similar  sign  located  at  both  entrances  of 
"Alberta’s  Game  Country  - Gateway  to  the  Alaska  Highway"  corridor,  and  sporting 
the  Game  Country  logo,  could  be  constructed.  This  is  important  not  only  for 
generating  interest  and  encouraging  tourists  to  stop,  but  also  for  defining  the  Game 
Country  area  as  a tourism  entity.  The  common  logo  could  be  shown  on  all 
directional  and  information  signs  erected  along  the  highway  which  identify 
attractions  and  points  of  interest.  Signs  that  simply  remind  visitors  they  are 
travelling  a particular  route  also  could  be  considered. 

The  fourth  and  final  task  the  Tourism  Group  should  undertake  immediately  upon 
formation,  is  to  identify  potential  sources  of  operating  funds  and  funds  for 
guide/brochure  printing  and  distribution.  Assistance  may  be  available  through 
government  programs  other  than  the  Canada/Alberta  Tourism  Agreement.  Alberta 
Tourism  may  be  of  assistance  in  this  identification  process.  Contributions  from 
municipalities,  community  organizations,  Chambers  of  Commerce  and  the  hospitality 
industry  also  should  be  considered. 

Ideas  to  Consider 

The  tourism  approach  and  preliminary  implementation  tasks  proposed  for  Game 
Country  are  intended  to  serve  as  a starting  point  for  the  Tourism  Group.  However, 
the  work  of  the  Tourism  Group  must  be  ongoing.  Some  ideas  which  the  Group 
should  consider  in  its  longer-term  planning  are  listed  below: 

o The  development  of  the  opportunities  rated  in  Section  4.0  as  having  a high 
potential  to  succeed,  and  which  can  support  and  add  to  the  highway  corridor 
tourism  thrust,  should  be  encouraged  through  the  appropriate  body. 
Appropriate  bodies  include  the  private  sector,  the  municipality,  or  the 
provincial  government.  Opportunities  to  be  developed  on  a joint 
public/private  partnership  basis  are  particularly  attractive  and  should  be 
further  investigated  and  encouraged. 
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o A longer-term,  more  detailed  marketing  strategy  should  be  developed  which 
will  ensure  that  promotion  and  advertising  in  key  market  segments  is 
ongoing,  and  continues  well  into  the  future. 

o Once  Game  Country’s  tourism  program  is  in  place,  joint  Alaskan 
promotional  efforts  with  British  Columbia  and  areas  to  the  south  may  be 
considered.  Promotional  efforts  also  should  be  coordinated  with  automobile 
associations,  particularly  the  American  and  Canadian  Associations. 

o In  developing  promotional  materials,  both  in  the  short  and  longer-term,  the 
concept  of  distance  as  an  alluring  prospect  in  its  own  right  should  be 
incorporated.  Studies  have  shown  that  the  far-off  distance  has  a special 
allure  about  it  simply  because  it  is  far  off.  This  principle  bodes  well  for 
Game  Country  which  can  potentially  turn  its  constraint  of  distance  from 
major  markets  into  an  asset. 

o Well  marked  scenic  drives  are  very  popular  with  tourists.  The  communities, 
with  possible  assistance  from  provincial  government  departments,  should 
continually  upgrade  and  develop  the  scenic  potential  of  the  highway 
corridor. 


3.23  The  Role  of  the  Communities 

The  success  of  the  approach  proposed  for  making  the  most  of  Game  Country’s 
major  highway  corridor  asset,  through  the  promotion  of  the  Alaskan  motif  and  the 
coordination  of  tourism  resources,  relies  solely  on  the  efforts  of  the  individual 
communities  located  within  that  corridor.  The  underlying  principle  to  the  approach 
is  that  the  "sum  of  the  whole  is  stronger  than  any  of  its  parts".  The  proposed 
approach  fully  recognizes  that  each  community  is  responsible  for  its  own  tourism 
campaign.  As  such,  the  development  of  the  tourism  industry  in  Game  Country  is 
still  largely  a local  matter  to  be  undertaken  on  a local,  albeit  coordinated,  basis. 
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As  a first  step,  each  community  should  develop  a community  tourism  action  plan. 
The  development  of  such  a plan  will  not  only  provide  a clear  vision  of  tourism 
resources  and  potential,  but  also  will  bring  all  the  key  actors  together  and  generate 
local  interest. 

In  developing  such  a plan,  it  is  strongly  recommended  that  a true  and  realistic 
assessment  of  resources  and  potential  be  undertaken.  It  is  further  recommended  that 
each  community  select  one  major  theme  to  develop  as  opposed  to  following  a 
number  of  diverse  avenues.  Tourism  resources  in  most  communities,  as  well  as 
realistic  potential,  is  limited.  It  makes  most  sense;  therefore,  to  do  one  thing,  and 
do  it  well.  By  concentrating  and  managing  limited  resources,  success  is  for  more 
likely  to  be  achieved  than  by  spreading  these  resources  "too  thin."  The  tourism  roles 
and  resources  of  each  community  are  summarized  below: 

Whitecourt:  More  so  than  any  other  Game  Country  community,  Whitecourt 
has  recognized  the  potential  importance  of  tourism  by  taking  concrete  steps 
in  that  regard.  An  action  plan  already  has  been  prepared  and  a Tourism 
Operators  Association  has  been  formed.  The  Town  also  has  selected  a 
principal  theme  and  should  concentrate  on  that  theme  since  it  has  the 
greatest  potential  of  succeeding  and  capturing  a segment  of  the  Alberta 
tourism  market.  The  theme  concentrates  on  winter  activities,  in  particular 
snowmobiling.  Whitecourt  should  continue  to  bill  itself  as  the  "Snowmobile 
Capital  of  Alberta".  For  further  stature,  and  in  support  of  the  overall 
approach,  a subcaption  could  be  added  which  identifies  it  as  "Game 
Country’s  Winter  Games  Centre".  Whitecourt  is  ideally  located  vis-a-vis 
Edmonton  for  capturing  the  winter  weekend  sporting  activities  market  and 
should  consider  joint  ventures  with  Edson,  also  a major  snowmobile  area. 

Fox  Creek:  This  community  is  located  in  the  heart  of  sbme  of  the  better 

and  more  scenic  hunting  and  fishing  opportunities  in  Game  Country.  The 
Town;  therefore,  should  concentrate  on  providing  the  facilities  necessary  to 
accommodate  tourists  interested  in  experiencing  the  surrounding  wilderness 
area.  Also,  the  Alberta  Transportation  campgrounds  located  on  both  sides  of 
the  Town  are  the  best  used  in  the  entire  Game  Country  zone  which  suggests 
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the  need  to  develop  additional  campgrounds  along  the  highway  corridor. 
Iosegun  and  Smoke  Lakes  could  be  actively  promoted  within  the  community, 
since  Fox  Creek  is  the  nearest  service  centre.  A hunting/fishing  lodge 
opportunity  proposed  for  Smoke  Lake  also  could  be  considered  for  the 
longer-term.  The  Town  could  promote  itself  as  "Game  Country’s  Hunting 
and  Fishing  Centre". 

Valleyview:  This  Town  is  located  at  the  crossroads  of  a number  of  auto  tour 
opportunities.  The  tourist  has  the  option  of  continuing  on  the  Alaska 
Highway  segment  of  Game  Country’s  major  highway  corridor,  or  travelling 
north  on  Highway  2,  either  to  Peace  River  or  to  link  into  the  Mackenzie 
Highway  system.  As  such,  Valleyview  serves  a major  rubber-tire  tourist 
service  function.  An  opportunity  to  entice  tourists  to  stay  longer  in  the 
Town  is  available  through  its  role  in  promoting  the  zone’s  diversity  of 
natural  resources  theme,  with  the  development  of  the  flour  mill  museum 
and,  potentially,  an  oil  interpretive  centre.  It  is  recommended  that  the  Town 
continue  to  take  advantage  of  its  location  and  bill  itself  as  "Portal  to  the 
Peace"  and  "Gateway  to  the  Mackenzie  Highway"  but  add,  as  a subscript, 
"Game  Country’s  Crossroads  Point." 

Grande  Prairie:  Unlike  the  remaining  Game  Country  communities,  Grande 
Prairie  has  a substantial  population  base  and;  therefore,  a larger  resource 
base  from  which  to  work  in  developing  tourism.  However,  tourism  has  not 
played  a major  role  in  the  City’s  economic  development  scenario  to  date, 
although  attempts  have  been  made  to  improve  this  situation.  Nevertheless, 
the  many  discussions  held  with  the  key  actors  in  the  local  tourism  industry 
revealed  a perceived  lack  of  major  tourism  potential  in  the  traditional  sense. 
Rather,  Grande  Prairie  tourism  actors,  in  particular  facility  operators,  see  the 
continued  provision  of  tourism  services,  • shopping  opportunities,  and 
conventioneering  as  their  major  tourism  roles.  The  strong  cultural  presence 
in  the  City  serves  to  augment  these  roles.  Although  not  strong  in  terms  of 
traditional  tourism  attractions,  the  roles  Grande  Prairie  does  perform 
generate  substantial  dollars  in  the  tourism  industry.  The  City  is  the  major 
urban  service  centre  of  the  "Peace  Country"  and  northwest  Alberta.  Grande 


Prairie  should  continue  to  develop  these  roles  and,  in  the  framework  of  the 
overall  Game  Country  approach,  bill  itself  as  "Game  Country’s  Urban 
Centre". 

Grande  Prairie  also  has  considerable  potential  to  bill  itself  as  "Game 
Country’s  Summer  Games  Centre."  Recent  events  have  suggested  that  the 
City  is  well  on  the  way  to  living  up  to  this  slogan.  In  the  Summer  of  1986, 
Grande  Prairie  hosted  the  Alberta  Hot  Air  Balloon  Championships.  Hot  air 
balloon  championships  are  a regular  summer  event  in  the  Grande  Prairie  area 
and  attract  tourists,  both  spectators  and  participants,  from  well  beyond  the 
zone.  The  event  is  colourful  and  spectacular  and;  therefore,  is  generally 
considered  a high  profile  type  of  activity.  This  past  year,  the  City 
promoted,  on  a province-wide  basis,  other  major  events  in  concert  with  the 
Championships  and  ensured  that  the  timing  and  sequence  of  events  were 
coordinated.  The  promotion  campaign,  referred  to  as  "Take  a Grande  Prairie 
Break,"  was  judged  by  organizers  to  be  a success.  Summer  sporting 
opportunities,  combined  with  the  very  high  quality  golf  courses  available 
nearby,  and  the  cultural  richness  of  the  City,  will  assist  Grande  Prairie  in 
marketing  itself  as  the  "Summer  Games  Centre"  of  not  only  Game  Country, 
but  northern  Alberta. 

Sexsmith:  Sexsmith  has  a strong  agricultural  history.  The  Town  itself  is 

named  after  an  early  settler  in  the  area  and  owes  its  existence  to  the  pioneer 
agricultural  development  of  the  "Peace  Country".  The  Town  is  located  in  the 
heart  of  canola  or  rapeseed  growing  country  and  its  most  notable  agricultural 
feature  is  the  Northern  Alberta  Rapeseed  Plant.  It  is  suggested  that  the 
Town  bill  itself  as  "Game  Country’s  Canola  Centre"  and  maximize  the 
"detract  and  detain"  opportunity  resulting  from  the  upgrading  of  Highway  59 
as  a bypass  route,  around  Grande  Prairie,  to  British  Columbia  and  Alaska. 

Beaverlodge:  This  Town  has  perhaps  the  greatest  potential  for  capitalizing 

on  the  historical  agricultural  motif.  The  current  theme,  which  stems  from 
the  proximity  of  the  Agricultural  Research  Station,  could  be  further 
developed  by  promoting  the  interesting  agricultural  history  of  the  Town  and 
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its  immediate  area,  and  concentrating  on  the  South  Peace  Centennial 
Museum  as  the  major  historical  focus.  As  such,  the  Town  could  bill  itself  as 
"Game  Country’s  Agricultural  Centre". 

Hythe:  This  community  is  unique  in  the  province  in  that  it  boasts  some  of 
the  best  berry  growing  conditions  available.  The  Saskatoon  Berry  Processing 
Plant  is  testimony  to  the  suitability  of  the  conditions.  Hythe  should  further 
develop  and  promote  the  uniqueness  of  its  Saskatoon  berry  status  -■  a 
uniqueness  that  could  have  considerable  tourist  appeal.  A major  berry  event 
could  be  developed  as  a focal  activity  for  the  community’s  berry  industry, 
combined  with  plant  tours  and  the  sale  of  local  berry  products  and  souvenirs. 
The  Town  should  bill  itself  as  "Game  Country’s  Saskatoon  Berry  Capital." 
This  is  particularly  relevant  in  that  the  strain  of  Saskatoon  berry  produced  in 
the  Hythe  area  is  referred  to  as  the  "smoky"  variety. 


In  developing  community  tourism  action  plans,  it  is  strongly  recommended  that  the 
Game  Country  tourism  objectives  be  considered.  Many  of  these  objectives  are  at 
the  community  level,  are  in  the  best  interest  of  the  communities,  and  are 
community  responsibilities.  Specifically,  it  is  recommended  that  all  action  plans 
consider  the  following  community  tourism  related  issues: 

Tourism  Awareness:  Tourism  is  everyone’s  business  - the  residents,  the 

elected  officials,  and  the  business  people.  To  be  successful,  and  to 
contribute  to  the  local  economy,  it  must  be  given  a higher  priority  and  a 
higher  profile.  A sound  method  of  giving  tourism  increased  stature,  and 
developing  it  as  a viable  industry,  is  to  increase  public  knowledge.  The 
public  needs  to  know  what  tourism  is  all  about,  and  why  it  is  important  to 
the  community.  Community  awareness  campaigns  are  required. 

Opportunity  Development:  Communities  should  "follow  through"  on  those 

opportunities  identified  in  Section  4.0  as  having  high  potential.  This  could 
be  done  by  developing,  encouraging  and  facilitating  the  development  of 


those  opportunities  which  will  best  support  community  and  zonal  tourism 
goals.  The  right  "climate"  for  private  and  private/public  investment  should 
be  created. 

Community  Appearance  and  Appeal:  An  active  role  should  be  played  in 

"sprucing  up"  communities  and  ensuring  that  the  highway  corridor  offers  an 
attractive,  scenic  driving  opportunity.  Entranceways  and  tourist  services  and 
facilities,  such  as  information  booths,  require  particular  attention.  Facilities 
and  attractions  should  be  tastefully  and  clearly  marked  with  signs  showing 
the  common  Game  Country  logo.  Wherever  possible,  public  information 
pulloffs  in  communities  should  be  integrated  with  private  sector  tourist 
services.  Large,  attractive  and  appealing  welcome-type  community 
identification  signs  should  be  located  at  each  entranceway.  These  signs 
should  show  some  commonality  and  include  the  Game  Country  motif  and 
logo  as  well  as  the  major  community  focus.  Information  and  brochures 
should  be  available  near  the  entrance  to  welcome  visitors. 

Complementary  Alliances:  Communities  should  work  closely  and  develop 

viable  alliances  with  communities  and  regions  that  share  common  tourism 
themes  and  where  opportunities  for  developing  complementary,  as  opposed 
to  competitive,  tourism  programs  exist. 

All  community  tourism  action  plans  should  be  prepared  within  the  common 
framework  of  the  Game  Country  approach.  Assistance  for  preparing  such 
community  action  plans  is  available  from  Alberta  Tourism  through  the  Community 
Tourism  Action  Plan  Manual. 


3.2.4  The  Role  of  the  Hospitality  Industry 

The  hospitality  industry  has  a major  role  to  play  in  developing  and  enhancing  the 
tourism  industry  in  Game  Country.  In  fact,  as  was  previously  stated,  this  industry 
has  the  most  to  gain  from  increased  tourism  and;  therefore,  has  the  greatest  vested 
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interest  in  its  promotion.  The  primary  responsibility  for  addressing  certain  zonal 
objectives  lies  with  the  hospitality  operators  themselves.  Specifically,  the  hospitality 
industry  must  assume  responsibility  for  the  following: 


Appearance  of  Hospitality  Establishments:  The  need  to  upgrade  the 

appearance  and  cleanliness  of  hospitality  establishments  was  identified  at  all 
public  workshops  and  by  many  key  tourism  actors  in  Game  Country. 
Although  most  establishments  in  Game  Country  are  generally  well 
maintained  and  clean,  there  is  room  for  improvement,  particularly  where 
restaurants  and  service  stations  abut  major  highways.  These  establishments 
often  act  as  "windows"  to  the  remainder  of  Game  Country,  and  their 
appearance  is  critical. 

Hospitality  Training  and  Education:  Friendliness  and  good  service  are 

perhaps  the  most  important  of  all  cues  that  tourists  look  for  when  on  a 
pleasure  vacation.  These  qualities  can  literally  "make  or  break"  a hospitality 
establishment.  They  can  also  add  to  or  detract  substantially  from  the  overall 
reaction  to  an  entire  area.  The  need  for  additional  education  and  training  in 
the  hospitality  industry  has  long  been  recognized.  Courses  and  training 
workshops  are  available  through  Alberta  Tourism  and  the  Grande  Prairie 
Regional  College.  However,  substantially  more  effort  and  attention  should 
be  directed  not  only  at  providing  for  more  educational  programs,  at  all 
levels,  but  at  making  the  industry  aware  of  the  importance  of  proper 
training  and  education. 

Promotional  Techniques:  Game  Country  hospitality  operators  must  assume 

greater  responsibility  for  promotion,  either  jointly,  or  within  their  own 
establishments.  Promotional  techniques  need  not  be  elaborate  and  expensive. 
The  most  effective  technique  is  to  simply  provide  information  in  simple 
forms  such  as  brochures,  placemats,  or  maps.  Orientation  packages  should 
be  made  available  at  hotels  and  other  service  centres  which  tell  visitors  what 
they  need  to  know  about  an  area  and  what  to  do.  Joint  ventures,  such  as 


coupons  or  reduced  rates  as  incentives  to  frequent  certain  establishments, 
should  be  considered.  These  techniques  can  be  very  effective  in  encouraging 
longer  stays,  return  visits,  and  the  opening  up  of  new  markets. 


3.2.5  The  End  Result  - A Recommended  Scenario 

A recommended  scenario  for  Game  Country’s  major  highway  corridor  in  future, 
which  could  result  from  the  implementation  of  the  approach  as  proposed,  is 
illustrated  by  Map  2 and  would  be  comprised  of  the  following  major  components: 

o A large  information  sign  identifying  the  area  as  "Alberta’s  Game 
Country  - Gateway  to  the  Alaska  Highway"  would  be  located  on  the 
major  highway  corridor  near  both  entrance  points  into  the  area. 
Appropriate  pull-offs  would  be  constructed.  The  signs  would  display 
the  Game  Country  logo  and  include  a large  route  map  showing  key 
attractions  and  points  of  interest  along  the  way.  Corresponding 
single  page  maps  would  be  available  for  visitors  to  take  along  with 
them.  The  Game  Country  exploration  guide  would  be  referenced  on 
the  single  page  maps. 

o Identification,  directional,  points  of  interest,  and  route  identification 
signs,  all  bearing  the  common  Game  Country  logo  and  Game  Country 
"look",  would  be  located  at  appropriate  points  along  the  highway 
corridor. 

o Welcome-type  of  community  identification  signs  would  be  located  at 
the  entranceways  of  all  communities  located  along  the  corridor. 
Although  the  prime  focus  of  each  sign  would  relate  to  the  community 
itself,  the  Game  Country  logo,  and  its  tourism  theme  in  the  context 
of  the  Game  Country  tourism  destination  area,  would  be  clearly  and 
visibly  identified. 
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o Tourist  information  centres  would  be  located  near  community 

entranceways.  These  centres  would  "sport"  the  Game  Country  logo 
and  promote  all  Game  Country  attractions,  events  and  activities,  as 
well  as  those  of  each  individual  community.  Game  Country 
exploration  tour  guides  would  be  available. 

o Common  forms  of  Game  Country  promotional  materials,  again 

featuring  the  area’s  logo  and  theme,  would  be  used  and/or  available 
in  all  hospitality  and  tourist  service  establishments. 
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TOURISM  OPPORTUNITIES 


An  extensive  list  of  34  tourism  opportunities  have  been  identified  and  assessed  in 
terms  of  development  potential.  The  identification  and  preliminary  assessment  of 
the  opportunities  resulted  from  an  exhaustive  inventory  of  Game  Country’s 
resources  and  assets,  supported  by  public  meetings  and  extensive  interviews  with 
people  representing  a wide  variety  of  interests  in  the  area’s  tourism  sector.  All  the 
opportunities  identified  can  serve  to  enhance  Game  Country’s  tourism  industry  and 
can  be  accommodated  within  the  tourism  strategy  described  in  Section  3.0. 
However,  some  have  greater  development  potential  than  others. 

The  summary  table  which  follows  identifies  and  rates  the  tourism  opportunities  in 
terms  of  development  potential,  and  provides  a preliminary  assessment,  and  market 
and  feasibility  analysis  for  each.  It  is  important  to  note  that  the  analyses  and 
ratings  are  based  upon  existing  conditions.  None  of  the  opportunities  are  intended 
to  be  relegated  to  their  present  rating  category  in  perpetuity.  Persuasive  arguments 
and  changing  economic  conditions  may  well  influence  the  potential  of  opportunities 
in  the  future,  and  flexibility  in  longer-term  tourism  planning  must  be  maintained. 
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game  country  tourism  opportunities 

SUMMARY  ANALYSIS  TABLE 


